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(54) Method and system for selling and purchasing media advertising over a distributed 
communication network. 

(57) A method s.x' sy:-te.r. for buying end selling 
media advertising units over a distributerJ communica- 
tion network, such as tro intend, provide a server on 
netAor> inc-ugng a da&trco ccriLitaing mtarnation 
pertai"in;^ tr, */a3:«fcta grivwfeifia u.tf*. such adver- . 
tishvg ftres siots in television progjansrairf schedules, 
provided by mecfia content providers. The server pro- 
vides buyers of the advertising units access to the data- 
base over the network, whereby buyers may search the 
database and make bids to the sellers tor selected 
advertising units. Sellers of advertising units access the 
database over said network to enter the information, 
receive bids entered by buyers, accept bids, and enter 
contracts into the server for communication to buyers 
over the network. . 
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Description 

BACKGROUND OF ™E INVENTION 
FiPiriofttie Invention 

[0001] The present invention relates generally to 
methods and systems for conducting commercial trans- 
actions over a distributed communication network, such 
as the Internet, and more specifically, the World Wide 
Web. More particularly, the present invention relates to 
a method and system wherein media companies and 
media advertising purchasers are able to sell and buy 
media advertising time or media advertising space, or a 
combination of advertising time and space, on a local, 
nationwide, or worldwide basis from a single site on a 
distributed communication network. 

Background and State of the Art 

[0002] The impact of developments in information 
technology and digital technology on the broadcasting 
and mass media communication industry is in its 
infancy. The advent and rapid development of the Inter- 
net and advanced digital television technologies herald 
an exponential increase in trie number of communica- 
tion, entertainment and information resources over 
those existing today. 

10003] This increase in media content will bring with 
it a concomitant expansion in advertising "sheH-space." 
Tne broadcast television audience, already splintered, 
will continue to fragment tc other informatk-n/entertain- 
ment sources. Advertisers will need to become more 
astute in making media buying decisions to achieve 
their god: that is, to reach their target audience in the 
most efficient manner possible 
[0004] "The present system for the media (s^ tele- 
vision and radio) advertising market is dominated by 
media agencies that sell advertising time for the media 
companies, and by the internal sales forces of the 
media companies themselves. Each month, more 
options become available for media advertising place- 
ment, which buyers or advertising time do not presently 
have sufficient tools to evaluate. The entrenched 
agency/dient relationship has caused media advertis- 
ing, especially television advertising, to be overpriced in 
terms of its cost per thousand viewers (CPM). Advertis- 
ing agencies buy particular media time for their clients 
based on their level of comfort with the research model 
that supports the medium, and not because it repre- 
sents the most efficient way fa the advertiser to reach 
its demographically targeted audience This model is 
further reinforced by the bundling of media availabilities 
by media representatives tor sale to buyers in pack- 
ages, rather than selling the availabilities individually. 
[0005] Wrth the state of the advertising audience 
being as fragmented as it is, only to grow more so in the 
future, rt is no longer sufficient for advertisers to reach 



just large numbers of viewers. Rather, there is a need 
for media advertising purchases to be closely targeted 
to a marketer's demographic. What is needed is a 
model that takes into account the broadcast networks* 

5 loss of share, the fast growth of new media platforms to 
reach audiences, and the blossoming digital environ- 
ment which will create even more content viewing 
choices. Presently, no such model exists. Recent con- 
solidations in the media representation industry has 

w actually left media sellers with less options to sell their 
inventory of advertising time 
[0006] Another problem in the art pertains to adver- 
tising time that has been paid tor by the buyer, but dur- 
ing which the buyer's advertisement or commercial did 

75 not air. This can be caused by a number of different fac- 
tors, such as preempticn by live events or speed bulle- 
tins, power outages, errors and the like. For any such 
advertisement or commercial, the seller must "make 
good" on the contract by running or airing the buyer's 

20 advertisement at a later time, without further cost to the 
buyer. The seller must keep track of these "makegoods" 
in the buyer's account by crediting the buyer each time 
a paid commercial has tailed to run tor whatever reason. 
More importantly, the buyer wishes to be able to verify 

25 that advertising time paid tor was actually used to run 
the buyer's advertisement or commercial during the 
time and/or day specified in the contract. Convention- 
ally, this has proved to be a daunting and costly task, 
especially in cases where the buyer may have multiple 

30 commercials or advertisements running in different geo- 
graphical markets, at d;?ferent times, over different days, 
arid perhaps multiple times per day. There exists a need 
in the art to simply and reduce the burden and expense 
to the buyer to verify thai he has gotten what he has 

as already paid for. 

fil imk^&FTV QF THE INVENTION 

[0007] The present invention provides a solution to 

40 the problems and shortcomings in the art as described 
above, by providing a method and system tor bringing 
media sellers and media buyers together at a central 
location over a cfistrtoutnd communication network, 
such as a server or whereby media advertising sellers 

45 are able to list their available advertising inventory 
(known as "avails" in the industry), media advertising 
buyers are able to input desired parameters of an adver- 
tising purchase, such as total budget percentage of the 
budget to be spent by media type, desired demograph- 

so ics, cost per viewer (CPP). cost per thousand viewers 
(CPM), geographic region, and time period, and auto- 
matically retrieve matching avail results. Buyers are 
able to view demographic irtformation for the available 
media (as compiled by demographic research entities), 

55 schedule purchases according to the budget, media 
split and desired demographics, and vary parameters 
within the search results to obtain a number of different 
scenarios. Buyers also are able to view previous book- 
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ings by quarter (or other time period) tor particular 
avails, and previous offers tor similar avails. 
[0008] The present invention further provides a 
method and system wherein the central server enables 
buyers to make offers to mecfia sellers on particular s 
avails or groups of avails on-line, allows media sellers to 
receive all offers on-fine and accept specific offers, mod- 
ify specific offers, and enables the buyers to execute 
media purchase contracts and submit payment on-line. 
The system may interface directly with the account- jo 
jng/ledger systems of sellers and buyers, whereby pay- 
ment may be passed through the server directly to the 
seller from the buyer, and automatically update the par- 
ties' financial and accounting records. 
[0009] The present invention further provides auto- is 
malic verification for buyers that their ad or commercial 
actually ran according to the contract. The invention fur- 
ther provides a makegood bank wherein account of 
credits owed to a media buyer are automatically kept. 
[001 0] Accorcfing to another aspect of the invention. 20 
buyers are able to upload to the server the actual com- 
mercial or advertisement in digital form, such as MPEG. 
*■!. JPEG. TIF, GIF. BMP. Targs. etc. The seller then 
downloads the content in conjunction with the executed 
contract, and runs or plays the content during the spec- 25 
rfied time(s). 

[001 1] More particularly, the present invention pro- 
vides a method for buying and selling media advertising 
units over a distributed communication network, includ- 
ing the steps of providing a server on the network, the 30 
server including a database containing information per- 
taining to available advertising units in conjunction with 
specific media ccr.V;r,t provided by media content pro- 
viders, providing buyers of the advertising units access 
to the database over the network, whereby the buyers 35 
may enter desired search parameters into a search 
engine and receive search results indicating particular 
advertising units meeting the search criteria, the server 
further receiving bids on advertising units selected by 
buyers from the search, and communicating the bids to 40 
sellers of the advertising units, and providing sellers of 
the advertising units access to the database over the 
network, whereby the sellers may enter the information, 
receive bids entered by the buyers, accept the bids, 
modify the bids, and enter contracts into the server for 4S 
communication to the buyers. Accorcfing to another 
aspect of the invention, a system is provided to carry the 
above descrfoed method. 

BRIEF DESCRIPTION OF TH E DRAWINGS SO 

[001 2] The present invention will become more fully 
understood from the following detailed description of the 
preferred embodiments in conjunction with the accom- 
panying drawings, in which: 55 

FIG. 1 is a block diagram of a system for selling and 
purchasing media advertising over a distributed 



communication network, according to one preferred 

embodiment of the invention; 

FIG. 2 is a block diagram of a database contained 

the media marketplace server of Fig. 1 , according 

to one preferred embodiment; 

FIG. 3 is a logical data model diagram of a method 

and system according to one embodiment of the 

present invention; 

FIGS. 4A-4T are diagrams of buyer process flows in 
the form of screen displays, according to one 
embodiment of the invention; 
FIGS. 5A-5R are diagrams of seller process flows in 
the form of screen displays, according to one 
embodiment of the invention; 
FIG. 6 is a flow diagram of process for automatically 
transferring advertisement content from a buyer to 
a seller in conjunction with the execution of a media 
purchase contract, according to the present inven- 
tion; and 

FIG. 7 is a block diagram of a digital delivery system 
for transferring advertising content according to one 
embodiment of the present invention. 

np JAILED DESCRIPTION Of THE PREFERRED 
EMBODIMENTS 

[001 3] Rg. 1 is a block diagram of a system for cell- 
ing and purchasing media advertising over a distributed 
communication network. A media marketplace server 
101 is connected to multiple media seller clients 102 
and media buyer clients 1 03 over distributed communi- , 
cation network 104. In me preferred embodiment of the 
invemibni trie network is the Internet, and n^fe specifi- 
cally the World Wide Web. However, for purposes of the 
invention, the network may be any distributed network 
that enables communication between servers and client 
stations. 

[0014] The media marketplace server is also con- 
nected to a media research/rating database 105. The 
research database 105 represents media demograph- 
ics and/or ratings information obtained by such firms as 
Nielsen (television), Arbrtron (radio). IPro and NetGrav- 
rty (World Wide Web), for content such as television and 
radio programming, Internet content, etc. For purposes 
of disclosure, the present invention will be described in 
the context of television advertising. However, the appli- 
cability of the present invention is not limited to televi- 
sion and in fact contemplates radio and Internet content 
providers, as well as publications such as magazines, 
newspapers, and periodicals, and can be extended to 
other spatial media providers such as billboard owners, 
transit companies, retailers, universities, or any other 
entity having the capacity to present advertising tar- 
geted to a specific demographic. For example, in the 
case of prim media, advertising availabilities would be 
classified in terms of type of publication, section of 
newspaper, day of week of publication (newspaper), 
location within publication (magazine), month of publi- 
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cation, etc. For spatial advertisers, availabilities would 
be classified by such parameters as demographics, 
location, and exposure {number of viewers per period of 
time). Hereinafter, advertising time or advertising space 
win be referred to generically as an advertising unit 
[0015] The server 101 can be any type of known 
computer server system, such as products manufac- 
tured by Sun Microsystems, Hewlett-Packard, IBM or 
other manufacturers. The server 101 includes a data- 
base 200, containing data including the data shown in 
Fig. 2. Database 200 is preferably a Relational Data- 
base Management system (RDBM), such as marketed 
by Oracle, Sybase or other provider. In the preferred 
embodiment, the database is implemented as an Oracle 
RDBMS on a Sun Microsystems UNIX platform. How- 
ever, other equivalent platforms may be used without 
departing from the scope of the invention. 
[0016] As shown in Fig: 2, database 200 contains 
data records 201 pertaining to media buyers, media 
seller records 202, contract records 203, media (e^ 
programming) schedule records 204, demograph- 
ical/ratings records 205, buyer bid records 206, a smart 
agent search engine 207, publisher records 208, World 
Wide Web content provider records 209, a make-good 
bank 210. accounting system interlace records 211. 
and advertising content (such as commercials and 
advertisements uploaded by buyers) 212. 
[0017] The fundamental logical data model of the 
system is presented in Fig. 3. These logical items con- 
sist of business entities, attributes, and relationships 
between entities and attributes. The entities, attributes 
and relationships are used to define the database and 
to ensure that paths txist in the database to the infor- 
mation required by the end users (LfiJ media sellers 
and media buyers). The logical data model presented 
here is for purposes of full disclosure only, and is not 
intended to limit the possible logical data models that 
can be used in conjunction with the present invention. 
[001 8] Buyer 301 represents an individual in charge 
of buying advertising time or advertising space for a par- 
ticular client, such as General Electric, and may also be 
responsible for multiple client accounts, such as an indi- 
vidual at an advertising agency. Buyer group number 
302 represents individuate who can purchase on behalf 
of a single buyer for a specific client account or 
accounts. 

[0019] Account Executive 303 represents a person 
in charge of actually attending to client accounts, such 
as tending to contracts between buyer and seller. Seller 
305 represents, tor example, a television network or tel- 
evision station with advertising inventory avails, or an 
agent acting on behaH of one or a number of stations 
independently. Contact 304 represents a parent record 
of Buyer 301 and Seller 305, and contains general infor- 
mation for both child entries, such as name, address, 
and telephone number. Daypart Card 306 represents 
dayparts defined by the seller for the particular station 
or network. The daypart card 331 is associated with 



Daypart entry 331, which contains a reference list of 
daypart names representing type of programming 
occurring at different times of day, eg., early fringe, 
soap opera, prime time, eta According to a preferred 

5 embodiment of the invention, the entire programming 
schedule of the station is already entered into the sys- 
tem by the marketplace server provider, for a predeter- 
mined time period, which may range anywhere from 
one quarter to ten or more years. 

io [0020] Rate Card 307 is a seOer-developed cost per 
point for programs and times. The rate card may be 
divided into available category (such as preemptable. 
preemptable with notice, non-preemptable, etc.), and is 
usually developed by quarter (L&, three month period) 

is but may be changed weekly or more frequently. Make 
Good Offer 308 represents an offer from either the 
buyer or seller using make-good demographic points as 
currency for the purchase or buy. 
[0021 ] Client Account 309 is an entry that contains 

zo the name of the advertiser for whom the buyer is buying. 
The Client Name Table 310 is a list that associates cli- 
ent names with client codes tor translationai purposes 
within the operating program. Budget 31 1 contains the 
amount of money allocated by a client for a buyer to 

25 spend on a particular avail purchase or on a campaign. 
Campaign 312 contains targeted buy request informa- 
tion from a client, such as pertaining to a particular 
product, time of year (e.g.. Christmas season), a prod- 
uct launch, or product visibility throughout the year. 

30 Product Name Table 313 is a list that associates product 
names with product codes for translationai purposes. 
Shopping List 314 contains a grouping of selected 
"avails," or available advertising time slots, to be bid 
upon by a particular buyer or account executive for a 

35 particular buy. 

[0022] Program Listing 320 contains a schedule of 
shows and showtimes for the seller. Avail 319 indicates 
a piece of time available for a commercial to be shown 
during a program Show Aired Status entry 321 indi- 

40 cates whether the commercial aired or not. If not, then 
credit is due to the buyer and will be reflected in the 
make-good bank in the client account The aired status 
is determined by obtaining data on aired commercials 
from providers such as Competitive Media Research 

45 (CMR). Nielsen Sigma Services, or Wink. 

[0023] Buyer Bid 315 contains a specification of 
information such as rating points, demographic, and fre- 
quency of the commercial on the show, from a buyer to 
a seller regarding an avail or group of avails. Avail Bid 

so 319 indicates a relationship between an Avail and a 
Buyer Bid. 

[0024] Frequency 317 indicates how often and 
when (week of) a commercial should be run or aired. 
Contract 316 contains an agreement between buyer 
55 and seller as to the terms and conditions of an avail buy. 
The contract is derived from the Buyer Bid. Nielsen 
Book 322 is a quarterly report from the Nielsen rating 
company that shows overall ratings, demographic group 
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ratings, and specifically named demographic ratings for 
individual television shows. The entry 322 also may rep- 
resent overnight information such as Nielsen overnight 
ratings (local and national), or research provided by 
Wink. Demographic Data entry 323 contains the cate- 
gories of demographic data (ej^ household with 
annual earnings over 50K) used by Nielsen to deter- 
mine overall ratings. Demographic Specifics entry 324 
contains demographic identifiers used by Nielsen to 
group viewers and establish a rating based on the 
number of viewers of that group. 
[00251 Smartagertt 326 contains search criteria 
developed by a buyer to refine the search results of 
availability searches in a particular regional market 
demographic, daypart, etc. Projected Rating Calcula- 
tions 325 contains calculations used by a buyer to deter- 
mine a projected bid for a specific buy. 
[0026] Show Name table 327 is a reference list of 
names of shows that are aired by broadcast stations 
(actual or projected). Market Table 328 contains a list of 
market names. County Table 329 is a reference list of 
identifiers for counties, such as values A, B. C, and D. 
each associated with a population density. Demo refer- 
ence table 330 contains a list of demographic criteria 
names, as used in Nielsen ratings, to be used by a 
buyer in formulating a search with the smartagent Sta- 
tion Identifier Table 332 is a reference list of broadcast 
station call letters. 

[0027] The operation of the system and method will 
now be described, from the point of view of the interac- 
tive operations of a buyer and of a seller on the system, 
using as an example the case o? broadcast television 
station or network sellers, and layers seeking to purr 
chase advertising time on such broadcast stations or 
networks. 

Buyer Actions 

[0028] Figs. 4A-4T illustrate the interactive opera- 
tions of a buyer on the system, in the form of screen dis- 
plays that a buyer sees on her computer display 
monitor, and interacts with to carry out desired func- 
tions. At Fig. 4A, the buyer inputs her user name and 
password (which have been previously set up with the 
system in establishing a buyer account) in order to tog 
on to the system. After the buyer has signed on to the 
system successfully, the buyer is presented with options 
such as shown in Fig. 4B. Here, as shown, the buyer 
may select from a stored list of clients a particular dient 
account to work on. create new client accounts, select 
specif ic products forming the subject of advertisements 
or commercials, work on stored campaigns for particu- 
lar dient accounts, or create new campaigns. In addi- 
tion, the buyer may perform administrative functions 
such as changing her password or updating the adver- 
tising agency's account, or may simply browse the avail 
database. 

[0029] rf the buyer chooses to create a new cam- 



paign or to view stored shopping lists, she dicks on the 
appropriate icons and will be presented with a display 
as shown in Fig. 4C. Here, the buyer may create new 
shopping fists (wherein a shopping list would contain a 

5 grouping of selected avails for particular target markets, 
such as Detroit. New York, etc.) and specify a search 
profile to be used by the smartagent in conducting a 
search of the avail inventory, or may work on stored 
shopping lists previously created. To establish a primary 

;0 search proffle. the buyer would enter desired "ffight" 
dates (L©» dates on which the advertisement or com- 
mercial would be run or aired), desired markets (divided 
by county or other appropriate geographical regional 
market identifier), desired dayparts (fLfl~ soap operas. 

T5 prime time, early fringe, etc.). and desired category of 
show or program. Additionally, the buyer may calculate 
bargaining parameters (such as rating. CPP. CPM. 
etc.). and may include bundled deals and late avails in 
the search parameters. The buyer also may browse the 

so avail market or view contracts and make-goods (as will 
described below) by selecting the appropriate icons. 
[0030] To create a shopping list, after entering the 
search profile parameters, the buyer enters a name tor 
the list and selects a number for the market and selects 

25 the "create" icon. The buyer is then presented with a 
display as shown in Fig. 4D. The system will display a 
list of avail sets by station in the selected market (agu, 
county) and will indicate the day and time, she*// cate- 
gory, daypart, demographic information, number of 

ao avails the number of available advertising slots for 
that show) the number of avails already selected by 
other bidders, the last rate offered by the seller, the last 
price offered by a buyer, and the status of the avail set. 
Instead of indicating the number of avails for each show. 

35 an avail status indicator could be Displayed, such as 
"open," "tight" or "dosed." 

[0031 ] The buyer may then edit and run a search for 
the shopping list market number, as shown in Fig. 4E. If 
the buyer wishes to edit the search parameters, she 

40 dicks on the indicated icons to modify those entries. 
Once the buyer wishes to run the search, she clicks on 
the "run search" icon. Fig. 4F shows an example of a 
screen display of the soarch results. The search results 
indicate station, county, daypart. show category, pro- 

45 gram (or bundle name), calculation results, cost, 
number of avails, and late avail status, and may be listed 
in sequence according to any of those parameters. The 
search may be edited and run again by clicking on the 
"ecfit this search now" icon, which will return the buyer to 

so the screen of Fig. 4E. The buyer also may apply the 
search results to the shopping list by clicking the "apply 
to shopping list" icon, which returns the buyer to Fig. 4D. 
At this time, the buyer may wish to work on a specific 
bid. The buyer clicks on the "view bid" icon, which brings 

55 the buyer to Fig. AG. 

[0032] As shown in Fig. 4G, the buyer will see the 
seller's start price for the avail set by station, and will 
enter in the buyer counter the buyer's offer for the avail 
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set. The buyer wilt also see a demogjaphic code and is 
able to enter the buyer s proposed rating for the avail 
set The buyer also may indicate whether the avail set is 
desired to be credited against a make-good obligation 
on the part of the seller. After entering the bid offer and 5 
proposed rating, the buyer may calculate cost by click- 
ing on the "calculate and show cpp" icon. 
[0033] The buyer may view the status of the make- 
good account (Fig. 4K) and the Nielsen ratings for the 
programs (Fig. 4U) by clicking on the corresponding 10 
icons. The buyer further enters any special comments in 
a field reserved for such comments, and also optionally 
enters a desired frequency for the commerciai to be run. 
The buyer then has the option of saving the edits and 
holding the defined search, sending the bid to the seller. 1 s 
viewing the contract for the bid (if it has been accepted 
by the seller), viewing past contracts with the seller, or 
deleting the bid. 

[0034] If the buyer wishes simply to browse the avail 
market (see Fig. 4B), the buyer will be taken to a display 20 
such as shown in Fig. 4H. Here, the buyer enters smart- 
agent search parameters similar to those entered in Fig. 
4C. and clicks on the "start search" icon. The search 
results are then displayed to the buyer in a form as 
shown in Fig. 41. At this time, the buyer may select a 2s 
campaign, apply the search to a selected shopping list 
or create a new shopping list. 

[0035] Fig. 4J shows a display for viewing and edit- 
ing the buyer's market budget status, which the buyer 
may select as a function from the display of Fig. 4D. The 30 
buyer enters desired demographics codes, gross rating 
point (GRP). and maximum cost per point (CPP). to 
arrive at a total budget for the demographic. The display 
further indicates the budget status to date with respect 
total amounts spent for each desired demographic. 35 
[0036] If the buyer wishes to view contracts and the 
status of the make-good account (see Fig. 4C), the 
buyer clicks on the corresponding icon and is brought to 
a display as shown in Fig. 4K. The buyer may view con- 
tracts by client or by product (Fig. 4L). or may view 40 
make-good bids awaiting either buyer attention or seller 
attention (Fig. 4Q). Fig. 4L shows an example of con- 
tracts listed by contract number and identifying flight 
dates, market codes, stations, and whether the contract 
represents points, credit, or share. The station inventory as 
may be searched and applied to a make-good bid. as 
shown in Fig. 4M. The buyer inputs search parameter to 
search the station's inventory, and clicks on the "search" 
icon. Fig. 4Q shows make-good bids awaiting buyer 
attention. Fig. 4N shows the results from searching the so 
station's inventory. The buyer then may choose a partic- 
ular avail set to apply to either a new make-good bid, an 
existing make-good bid. or to an existing shopping list 
Fig. 40 displays an interactive screen for preparing a 
make-good bid. The buyer views the seller's starting 55 
price and enters into the appropriate field the buyer's 
counteroffer. The buyer also may view the contract per- 
taining to the make-good credit If the "late status" box is 



checked (Figs. 4F, 4 1), the buyer may view a late avail 
set for a bid to a seller, as shown in Fig. 4 P. Late avail 
sets represent avails in the near future which have not 
been sold, and thus the seller has entered final prices 
for them (presumably significantly reduced from the 
seller's starting price. The buyer may send the bid on 
the late avail to the seller, or may delete the set and 
change the demogjaphic code to search other avails to 
bid on. 

[0037] Fig. 4R illustrates the details of a contract for 
which make-good credits are owed by a seller. Fig. 4S 
shows the details of a contract as sent to the buyer from 
the seller. The buyer may view the frequency details of 
the contract (as shown for example in Fig. 4T) by click- 
ing on the corresponding icon. If the buyer agrees to the 
contract, the buyer incScates agreement and sends the 
contract to the seller by clicking on the "buyer agrees" 
and "send to seller" icons. A display is also provided for 
the buyer to enter a program name and date to view 
Nielsen rating data for that program, when the buyer 
has selected the View Nielsen" icon from a display 
screen. 

Seller Actions 

[0038] Figs. 5A-5R illustrate interactive actions to 
be taken by a seller. After inputting the seller's user 
name and password in Fig. 5A, the seller is presented 
with the choices shown in Fig. 5B. The seller may view 
and update her avail inventory (Fig. 5D), may view con- 
tracts and make-goods owed to buyers (Fig. 51). may 
create and ecfit rate cards (Fig. 5C). and may process 
incoming bids (Fig. 5G). Trie seller also may carry out * 
account administration functions, and change her pass- 
word from this screen. 

[0039] Fig. 5C illustrates a screen for the seller to 
create and edit rate cards. Each program indicates the 
day and time of its broadcast, the avail category 
(preemptable, preernptable with notification, or non- 
preemptabie) and the price in the case of a late avail. As 
shown in Fig. 5D, the seller can view and update the 
seller's inventory by day and time span, or by pro- 
gram/bundle or daypart Once the parameters are 
selected, the seller clicks on the "go" icon to be brought 
to the display of Fig. 5E. This screen shows the day(s) 
and showtime of specific programs, the preemptable 
rate, and the number of avails existing for each week of 
a specif ted time span. The seller also may store default 
schedules into the future and from those default sched- 
ules spawn parent and child lock-in schedules, once a 
programming schedule has been locked-in by the sta- 
tion. Avails then can be attached to or associated with 
lock-in parent or child schedules, and selectively 
released to the public as desired by the seller as time 
goes by. 

[0040] Specific avail sets may be edited as shown 
in Fig. 5F. This screen displays the prices for each avail 
category, the number or starting avails, the number of 
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avails sold through the marketplace server (DR). the 
number of avails sold through other channels, and total 
avails remaining, in addition to number of bids pending. 
The seller may decide to show the number of avails or 
an avail status to buyers, and may select particular 
numbers of avails for the system to release either imme- 
diately or on selected dates. The seller may choose to 
show rates to the buyers or not and may override a pre- 
set default rate. 

[0041] Fig. 5G illustrates incoming bids sent to the 
seller. A particular bid may be viewed by checking the 
appropriate field and clicking on the View" icon, which 
takes the seller to Fig. 5H. Fig. 5H displays the bid infor- 
mation entered by the buyer as previously descrbed 
(Fig. 4G). The seller may view the contract for the bid 
(Fig. 5P), view previous contracts (Fig. 5J). reject the 
bid. or accept the bid and return it to the buyer . 
[0042] If the seller wishes to view contracts (Fig. 51), 
the seller enters desired dates, and the resulting con- 
tracts will be shown as in Fig. 5J. The seller may select 
a contract to view its details, as shown in Fig. 5K. The 
contract may be selected according to various parame- 
ters such as buyer, product campaign, etc. 
[0043] The seller may create a special bunde 
inventory (see Fig. 5E) by entering the program informa- 
tion as shown in Fig. 5L The seller may offer make- 
goods by entering information to search the seller's 
inventory as shown in Fig. 6M. Fig. 5N illustrates the 
results of the inventory search. The seller may apply the 
results to a new make-good bid or to an existing make- 
good bid (Fig. 50). Fig. 50 contains information similar 
to Fig. 40 as described above. Fig. 5P shows the details 
of the underlying contract pertaining to a particular 
make-good owed to a buyer, as explained above with 
reference to Fig. 4S. The seller may view the contract 
frequency details as shown in Fig. 5Q. Fig. 5R illus- 
trates the display for a seller to enter information neces- 
sary to view the Nielsen rating data for a particular 
program. 

[0044] Fig. 6 illustrates a process for automatically 
providing the seller with the buyer s commercial or 
advertising content once the buyer has accepted the 
seller s contract for an avail or avail set. At step 601 , the 
buyer accepts the contract by selecting the appropriate 
screen display icon. At this point, the accounting system 
interface of the media marketplace server may interact 
on-line with the accounting systems of the buyer and 
seller to effect payment for the contract At step 602. the 
buyer uploads the advertising or commercial content to 
the server 101. At step 603. when the seller views the 
accepted contract, the seller is able to download the 
buyer's content from the server 101 . and integrate it into 
the seller's programming system for airing at the agreed 
upon time(s). 

[0045] Fig. 7 shows one example of a cSgrtal deliv- 
ery system for the transfer of commercials or other 
advertising content between buyers and sellers accord- 
ing to the invention. A digital a*)ha server 701 is in conv 



munication with the equipment of various sellers, such 
as cable operator 702. TV station 703. or Web content 
provider 704. via SMOS network 705. Each of the sell- 
ers may have a high speed connection, such as T1 con- 

5 nections 706a. to the network. Additionally, the server 
701 may have a number of high speed connections, 
such as T1 connections 706b, to the network. The 
server 701 is provided with a large memory storage 
device such as storage 707 for storing advertising con- 

,o tent and also is provided with a content viewer, such as 
MPEG decoder 708. A plurality of clients 709a-709c are 
connected to the server, either through a LAN or WAN 
device such as Ethernet, or through Internet connec- 
tions. In operation, the stations 709a-709c enter adver- 

, 5 tising content into their systems, convert the content to 
digital format (such as MPEG files), and upload the con- 
tent to the storage 707. Sellers 702-704 then are able to 
download the content from the storage 707 to their own 
systems via the SMOS network. Alternatively, the 

20 server 701 may upload the content to the sellers in con- 
junction with the transmission of accepted contracts. 
[0046] The invention having been descrbed. ft will 
be apparent to those skilled in the art that the same may 
be varied in many ways without departing from the spirit 

25 and scope of the invention. Any and all such modifica- 
tions are intended to be included in the scope of the fol- 
lowing claims. 

Claims 

30 

1 . A method for buying and selling media advertising 
units over a distributed communication network, 
comprising the steps of: 

35 providing a server on said network, said server 

including a database containing information 
pertaining to available advertising units in con- 
junction with specific media content provided 
by media content providers; 

40 providing buyers of said advertising units 

access to said database over said network, 
whereby said buyers may enter desired search 
parameters into a search engine and receive 
search results indicating particular advertising 

45 units meeting the search criteria; 

receiving bids on advertising units selected by 
buyers from said search, and communicating 
said bids to sellers of said advertising units; 
and 

so providing sellers of said advertising units 

access to said database over said network, 
whereby said sellers may enter said informa- 
tion, receive bids entered by said buyers, 
accept said bids, and enter contracts into said 

55 server for communication to said buyers over 

said network. 

2. The method of claim 1, wherein said advertising 
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units comprise advertising time slots associated 
with television content. 

3. The method ol daim 1. wherein said advertising 
units comprise advertising time slots associated s 
with radio content. 

4. The method of claim 1, wherein said advertising 
units comprise advertising space associated with 
Internet content sites. w 

5. The method of claim 1. wherein said advertising 
units comprise advertising space associated with 
commercial publications. 

6. The method of claim 2, wherein said information 
includes program times, days ol week, category 
according to defined time segments, and demo- 
graphic viewer information. 

20 

7. The method of claim 1, wherein said server 
includes a make-good bank that accounts tor cred- 
its owed to specific buyers as a result of unfurled 
contracts. 

25 

8. The method of claim 1, wherein said server 
includes a financial interface for interacting with 
accounting systems of said buyers and sellers over 
said network to settle contract payments. 

30 

9. The method of daim 1. further including the steps 
of receiving from buyers advertising content in dig- 
ital ta rn over said network, and transmitting to sell- 
ers over said network advertising content received 
from buyers. 35 

10. The method ol claim 1. further induding the step of 
allowing buyers to search advertising units availa- 
bility by media content provider. 

40 

11. The method of claim 1 , further inducing the step of 
allowing buyers to search advertising units availa- 
bility by geographic market. 

12. The method of claim 1 , further inducing the step of 45 
allowing buyers to search advertising units availa- 
bility by demographic profile. 

13. A system for buying and selling media advertising 
units over a distributed communication network, so 
comprising: 

a server coupled to said network, said server 
including a database containing information 
pertaining to available advertising units in con- 55 
junction with specific media content provided 
by media content providers; 
advertising buyer stations coupled to said net- 



work, providing buyers of said advertising units 
access to said database over said network, 
whereby said buyers may enter desired search 
parameters into a search engine and receive 
search results indicating particular advertising 
units meeting the search criteria; 
said server receiving bids on advertising units 
selected by buyers from said search, and com- 
municating said bids to sellers of said advertis- 
ing units; and 

advertising seller stations coupled to said net- 
work, providing sellers of said advertising units 
access to said database over said network, 
whereby said sellers may enter said informa- 
tion, receive bids entered by said buyers, 
accept said bids, and enter contracts into said 
server for communication to said buyers over 
said network. 

14. The system of daim 13, wherein said advertising 
units comprise advertising time slots associated 
with television content 

15l The system of daim 13, wherein said advertising 
units comprise advertising time slots associated 
with raolo content 

16. The system of daim 13, wherein said advertising 
units comprise advertising space associated with 
Internet content sites. 

17. The system of daim 13, wherein said advertising 
units comprise advertising space associated with- 
commercial publications. 

ta The system of daim 14, wherein said information 
indudes program times, days of week, category 
according to defined time segments, and demo- 
graphic viewer information. 

19. The system of claim 13, wherein said server 
indudes a make-good bank that accounts for cred- 
its owed to specific buyers as a result of unfulfilled 
contracts. 

20. The system of claim 13. wherein said server 
indudes a finandal interface tor interacting with 
accounting systems of said buyers and sellers over 
said network to settle contract payments. 

21. The system of daim 13, further induding means for 
receiving from buyers advertising content in digital 
form over said network, and transmitting to sellers 
over said network advertising content received from 
buyers. 

22. The system of claim 13. further induding means for 
allowing buyers to search advertising units availa- 
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bilrty by media content provider. 

23. The system of daim 13, further including means for 
allowing buyers to search advertising units availa- 
bility by geographic market. 5 

24. The system of claim 13, further including means for 
, allowing buyers to search advertising units availa- 
bility by derrographic profile. 

10 

25. A method for buying and selling media advertising 
units over a distributed communication network, 
comprising the steps of: 

providing a server on said network, said server is 
including a database containing information 
pertaining to available advertising units in con- 
junction with specific media content provided 
by media content providers; 
providing buyers of said advertising units so 
access to said database over said network, 
whereby said buyers may view particular 
advertising units for sale by sellers; 
receiving bids on advertising units selected by 
buyers, and communicating said bids to sellers 2s 
of said advertising units; and 
providing sellers of said advertising units 
access to said database over said network, 
whereby said sellers may enter said informa- 
tion, receive bids entered by said buyers, 30 
accept said bids, and enter contracts into said 
server for communication to said buyers over 
said network 

26. A method for delivering advertising content to a 35 
media seller over a distributed communication net- 
work, comprising the steps of: 

providing a central server having a storage 
medium, said server being connected to said *o 
network; 

enabling a plurality of independent buyers of 
advertising units sold by advertising sellers, to 
input to said storage medium advertising con- 
tent to be displayed by said advertising sellers; 45 
and 

enabling individual advertising sellers to 
retrieve from said storage medium stored 
advertising content tor display by said sellers. 

50 

27. The method of claim 26. wherein said advertising 
content comprises television commercials. 

28. The method of daim 26, wherein said advertising 
content comprises radio commercials. 55 

29. The method of claim 26. wherein said advertising 
content comprises print advertising. 



30. The method of claim 26. wherein said advertising 
content comprises Internet advertising content. 

31 . The method of claim 7, further comprising the step 
of retrieving information on fulfilled and unfulfilled 
advertising units, and crediting the buyer's make- 
good account tor an untuHJled advertising unit. 

32. A method for bidding on available advertising units 
via a distributed communication network, compris- 
ing the steps oh 

creating a primary search profile induding at 
least one of a plurality of search criteria; 
transmitting an instruction to apply the search 
proffle to a data base having available advertis- 
ing units; 

receiving a list of a plurality of available adver- 
tising units meeting said search profile, and 
storing said list as a shopping list; and 
transmitting an instruction to bid for at least one 
of the available advertising units in the shop- 
ping list. 

33. The method of daim 32, wherein the step of creat- 
ing a primary search profile indudes specifying 
fight dates, market, daypart. and category. 

34. The method of claim 32, further comprising the step 
of specifying at least one additional search criteria, 
and searching the shopping list for available adver- 
tising units meeting said additional search criteria. 

35. The method of claim 32. further comprising the step 
of specifying in the bid instruction a proposed pur- 
chase price. 

36. The method of claim 32, further comprising the step 
of specifying in the bid instruction that the purchase 
should be credited against a make-good credit 

37. The method of claim 32, further cornprising the step 
of transmitting an induction to delete the bid. 

38. The method of daim 32, further comprising the step 
of receiving an acceptance of the bid. 

39. The method of claim 38, further comprising the step 
of, after receiving the acceptance, transmitting an 
electronic payment tor the accepted bid. 

40. The method of claim 38. further comprising the step 
of. after receiving the acceptance, transmitting to 
the data base advertising content to be used in the 
advertising unit 

41. A method for selling advertising units via a distrib- 
uted communication network, comprising the steps 
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of: 

specifying information about a plurality of avail- 
able advertising units, each of said available 
advertising units corresponding to an advertis- 
ing slot; 

transmitting an instruction to store the specified 
information in a data base having available 
advertising units; 

receiving a bid for at least one of a plurality of 
available advertising units; 
reviewing the bid; and 

transmitting an acceptance of the bid if speci- 
fied criteria are met, otherwise transmitting a 
rejection of the bid. 

42. The method of daim 41 , wherein the step of speci- 
fying information about a plurality of available 
advertising units includes the step, of specifying a 
default schedule, spawning at least one child lock- 
in schedule from the default schedule, and attach- 
ing an available advertising unit to the lock-in 
schedule. 

43. The method of claim 41. further comprising the 
steps of bundling a plurality of available advertising 
units into a special bundle inventory, and receiving 
a bid tor the special bundle inventory. 

44. The method of claim 41 , further comprising the step 
of receiving advertising content for the bid, after 
transmitting an acceptance of the bid. 

45 A computerized system for bidding on available 
advertising units via a distributed communication 
network, comprising: 

primary search profile data including at least 
one of a plurality of search criteria; 
a search instruction, responsive to a user com- 
mand, inchoating that the primary search profile 
is to be applied to a data base having a plurality 
of available advertising units; 
a list of a plurality of available advertising units 
meeting said search profile, received in 
response to said instructions, stored as a shop- 
ping list and 

a bidefing instruction, responsive to a user com- 
mand, to bid for at least one of the available 
advertising units in the shopping list 

46. The system of claim 45. wherein the primary search 
profile includes flight dates, market daypart. and 
category. 

47. The system of claim 45, further comprising a sec- 
ond search instruction having additional search cri- 
teria, to be applied to the shopping list for available 



advertising units meeting said additional search cri- 
teria. 

4a The system of daim 45. further comprising a pro- 
5 posed purchase price in the bid instruction. 

49. The system of daim 45. further comprising a spec- 
ification in the bid instruction that the purchase 
should be credited against a make-good credit. 

10 

50. The system of claim 45. further comprising an 
instruction to delete the bid. 

51. The system of daim 45, further comprising stored 
15 advertising content to be transmitted responsive to 

an acceptance of the bid. 

52. The system of claim 45. further comprising an 
instruction to transmit an electronic payment. 

20 responsive to an acceptance of the bid. 

53. A computerized system for selling advertising units 
via a distributed communication network, compris- 
ing: 

25 

locally shared information about a plurality of 
available advertising units, each of said availa- 
ble advertising units corresponding to an 
advertising dot; 

30 an instruction, responsive to a user, to store the 

specified information in a remote database 
having available advertising units: 
an acceptance instruction, responsive to a 
received bid for at least one of a plurality of 

35 available advertising units, if specified criteria 

are met. advising of acceptance of the bid; and 
a rejection instruction, responsive to the 
received bid, if specified criteria are not met. 
advising of rejection of the bid. 

40 

54. The system of claim 53, wherein the information 
about the plurality of available advertising units 
indudes a default schtxf ule. at least one child lock- 
in schedule spawned from the default schedule, 

45 and at least one available advertising unit attached 
to the lock-in schedule. 

55. The system of claim 53. further comprising an 
instruction to bundle a plurality of available advertis- 

so ing units into a special bundle inventory. 

56. The system of claim 53. further comprising adver- 
tising content corresponding to the bid. 

55 
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